1. Introduction {#sec1-ijerph-17-05353}
===============

The World Tourism Organization (UNWTO) in 2005 defined the concept of Sustainable Tourism as "one whose practices and principles can be applicable to all forms of tourism in all types of destinations, including mass tourism and the various niche tourism segments". Sustainability principles refer to the environmental, economic, and socio-cultural aspects of tourism development, and a suitable balance must be established among these three dimensions to guarantee its long-term sustainability \[[@B1-ijerph-17-05353]\]. In addition to international organizations, we also find many authors who have defined the concept of sustainable tourism \[[@B2-ijerph-17-05353],[@B3-ijerph-17-05353],[@B4-ijerph-17-05353],[@B5-ijerph-17-05353],[@B6-ijerph-17-05353]\]. Conversely, despite the fact that sustainable tourism has been recognized in business practice, the volume of academic research has not been as relevant as might be expected \[[@B7-ijerph-17-05353]\]. From the start, the development of sustainable tourism is based on environmental preservation, cultural authenticity and the profitability of the tourist activity in the destination \[[@B8-ijerph-17-05353]\]. In this tourism type, both social return and the reversed well-being index on the visited destinations are recognized, as well as the economic return---in other words, whether the tourist activity generates enough income for the local population in terms of employment, wealth and available resources \[[@B9-ijerph-17-05353]\].

This study aims to establish the factors that allow sustainable tourism development, which is really necessary for the industry in the context of the crisis caused by COVID-19. From a theoretical point of view, motivational factors, economic impact and satisfaction are analyzed as attributes that potentially influence the intention and attitude of choosing this type of tourism.

Hence, one of the possible solutions the tourism industry can find to help the current crisis that it faces as a consequence of COVID-19 could come from Sustainable Tourism. Finding solutions is more than necessary in those countries where the tourism industry plays an important role in the economy. Thus, in the case of Spain, it must be considered that it is a country highly dependent on tourism. In 2019, it was the second world destination in terms of international tourist arrivals (83.3 millions), with EUR 92.5 billion in tourism revenue, 2.8 million direct jobs and a contribution to GDP of 14.2% \[[@B10-ijerph-17-05353]\]. In this way, tourism is considered the main industry in the country. Therefore, in order to preserve this situation, it is essential to promote developing a sustainable industry over time and, perhaps more necessary than ever, this tourism type.

The contribution of this research is double-edged. Firstly, we present a model that relates a set of variables obtained from the literature and that must be considered for sustainable tourism development from the perspective of the tourist (applicant for tourist services). Secondly, we propose a hypothesis set that seeks to analyze both the level and strength of these relations as drivers of an attitude favorable to sustainable tourism development. The study begins with a review of the literature to consider the relation among the variables considered in the study. Next, the methodology used in the data collection is explained to later expose the results analysis, as well as the discussion and conclusions, which complete the final sections of this study.

2. Literature Review {#sec2-ijerph-17-05353}
====================

2.1. Relation between Positive Impacts and Attitude towards Sustainable Tourism {#sec2dot1-ijerph-17-05353}
-------------------------------------------------------------------------------

According to \[[@B11-ijerph-17-05353]\], tourism impacts are the result of human behavior stemming from interactions between tourists and the subsystems of the territory where they come into play. Throughout the publications that take the study of sustainable tourism as a main topic, the doctrine that corroborates the effects of positive impacts is predominant, whose consequences affect residents, economy and environment \[[@B12-ijerph-17-05353]\]. Firstly, the main positive economic aspects are based on greater economic movement, contribution to GDP, job creation and income distribution in other local economic activities. Secondly, regarding residents, the well-being of the local and tourist population is taken into account meticulously, in addition to the respect and preservation of the culture and heritage of the host region. Thirdly, as sustainable tourism is closely related to the environment, due to its use of natural resources, it highly depends on having an attractive natural environment. This produces an increased environmental awareness in society, as well as the revaluation of the natural environment through the approval of environmental quality conservation, protection and improvement measures \[[@B13-ijerph-17-05353],[@B14-ijerph-17-05353],[@B15-ijerph-17-05353],[@B16-ijerph-17-05353]\].

Sustainable tourism development is inherent to those tourists capable of showing a greater awareness of the sustainability problem \[[@B17-ijerph-17-05353]\], who are averse to mass tourism development and seek to contribute to destination protection when choosing. Sensitive to the negative impacts of tourism, they support the development of respectful sustainable tourism from an economic, social and environmental perspective \[[@B18-ijerph-17-05353],[@B19-ijerph-17-05353]\]. In accordance with \[[@B20-ijerph-17-05353]\], that the positive impacts of awareness of the protection of natural resources, cultural resources and the increase in local recreational facilities and resources were considered. From the study of these authors, the following hypothesis is proposed:

*The positive impact on tourists has a direct and positive influence on their attitude towards sustainable tourism development.*

2.2. Relation between Satisfactory Experience and Attitude towards Sustainable Tourism {#sec2dot2-ijerph-17-05353}
--------------------------------------------------------------------------------------

Customer motivation is identified as a determinant factor in the success of all industries \[[@B21-ijerph-17-05353]\] and, homogeneously, in the case of the tourism sector, influences future intentions of purchase and visiting of the same destination \[[@B22-ijerph-17-05353]\]. The success of a global model of sustainable tourism requires achieving high levels of tourist satisfaction, thus increasing their awareness of the problems that sustainability encompasses and promoting more respectful practices. This long-term maintenance of the applicant's satisfaction guarantees the consolidation of the destination in the market and, at the same time, it favors an adequate demand according to its attractions \[[@B23-ijerph-17-05353]\]. This satisfaction is configured based on previous expectations and evaluation after finishing the tourist experience \[[@B24-ijerph-17-05353],[@B25-ijerph-17-05353]\].

Recent studies have analyzed this direct relation between both constructs, linked to a given geographic environment \[[@B25-ijerph-17-05353],[@B26-ijerph-17-05353],[@B27-ijerph-17-05353],[@B28-ijerph-17-05353]\]. This study covers a geographic area not detected in the literature review and, in line with the proposed authors, the second of the hypotheses is established:

*Experiential satisfaction has a direct and positive influence on the attitude towards sustainable tourism.*

2.3. Motivation and Attitude Relation towards Sustainable Tourism {#sec2dot3-ijerph-17-05353}
-----------------------------------------------------------------

Motivation has been analyzed as an internal factor that guides and integrates the behavior of the individual. It is a psychological factor that leads people to act in a certain way to satisfy their desires and goals \[[@B29-ijerph-17-05353]\] and, therefore, a driver that motivates people to take vacations or visit destinations \[[@B4-ijerph-17-05353]\]. Motivation is related to the attitudes and intentions of tourists when choosing a destination \[[@B30-ijerph-17-05353],[@B31-ijerph-17-05353]\], and the experience gained in situ is crucial to satisfy that motivation and increase the loyalty to a tourist destination \[[@B32-ijerph-17-05353]\]. Hence, tourist motivation is not only useful to explain tourist behavior, but also acts as a predictor of the visit intention \[[@B33-ijerph-17-05353]\].

The customer's profile of sustainable tourism involves a tourist committed to the environment and who is aware of sustainability. As tourist motivation has positive effects on the visit intention, various studies \[[@B34-ijerph-17-05353],[@B35-ijerph-17-05353],[@B36-ijerph-17-05353],[@B37-ijerph-17-05353]\] confirm that the experience is more attractive to tourists when they participate in activities entailing more responsible behavior and greater involvement with the environment, the local community and society. In this way, a direct relation between motivation and attitude towards sustainable tourism is established. From the reading of these authors, the third hypothesis is proposed:

*Motivation has a direct and positive influence on the attitude towards sustainable tourism.*

2.4. Moderating Effect of Motivation in the Relation between Positive Impacts and Attitude towards Sustainable Tourism {#sec2dot4-ijerph-17-05353}
----------------------------------------------------------------------------------------------------------------------

Most research concludes that the three basic categories of benefits and costs that affect a community which receives tourists are economic, environmental, and social \[[@B5-ijerph-17-05353],[@B38-ijerph-17-05353],[@B39-ijerph-17-05353],[@B40-ijerph-17-05353],[@B41-ijerph-17-05353],[@B42-ijerph-17-05353],[@B43-ijerph-17-05353]\], although \[[@B2-ijerph-17-05353]\] also incorporate institutional sustainability. Likewise, the sustainability principles imply a balance of these three dimensions: environment, economy and society \[[@B32-ijerph-17-05353]\]. Most studies report a positive relation between the attitude towards sustainable tourism development and the perception of its positive impacts \[[@B2-ijerph-17-05353],[@B5-ijerph-17-05353],[@B26-ijerph-17-05353],[@B44-ijerph-17-05353],[@B45-ijerph-17-05353],[@B46-ijerph-17-05353]\].

In the tourism context, motivation is one of the most important values regarding behavioral intentions among revisiting a place, word of mouth and the search for alternative destinations \[[@B47-ijerph-17-05353]\]. This is why tourists more committed to the balance among sustainability dimensions show a higher motivation towards this tourism type and, on the other hand, there is a direct and positive relation between these two variables, as other authors have analyzed \[[@B36-ijerph-17-05353],[@B37-ijerph-17-05353]\]. Therefore, research has focused on the direct relation between positive impacts and motivation with an implication towards sustainable tourism (hypotheses 1 and 3 of the model); however, the moderating effect that motivation can have on positive impacts and sustainable tourism has not been analyzed. Therefore, the following hypothesis is formulated:

*Motivation has a moderating effect on positive impacts and the attitude towards sustainable tourism.*

2.5. Moderating Effect of Motivation in the Relation between Satisfaction and Attitude towards Sustainable Tourism {#sec2dot5-ijerph-17-05353}
------------------------------------------------------------------------------------------------------------------

Understanding what factors influence tourist satisfaction is one of the most relevant research topics in the tourism sector, due to the impact it has on the success of any tourism product or service. Most tourists can compare the aspects of different destinations (such as services, attractions, etc.) according to their perceptions. A high level of tourist satisfaction fosters positive future behaviors, such as the intention to revisit and recommend a destination \[[@B48-ijerph-17-05353]\].

The relation of satisfaction and motivation with the attitude towards sustainable tourism has been analyzed in the scientific literature by various studies \[[@B36-ijerph-17-05353],[@B37-ijerph-17-05353],[@B49-ijerph-17-05353],[@B50-ijerph-17-05353],[@B51-ijerph-17-05353]\] to refer to the tourists' general evaluations of their experiences with environment respect and their expectations regarding the sustainable development of tourist destinations or services. Similarly, the moderating effect of satisfaction with sustainable tourism and other variables, such as the recommendation of a destination and emotional value, have also been analyzed \[[@B32-ijerph-17-05353]\]. However, the moderating effect that motivation can have on the relation between satisfaction and attitude towards sustainable tourism has not been examined. Consequently, we deduce from the collected studies that the higher the motivation of a tourist to visit ecological and sustainable environments is, the greater the impact of said relation is. Therefore, the following model hypothesis is suggested:

*Motivation has a moderating effect between satisfaction and attitude towards sustainable tourism.*

All hypothesis are represented in [Figure 1](#ijerph-17-05353-f001){ref-type="fig"}:

3. Data and Methodology {#sec3-ijerph-17-05353}
=======================

3.1. Participants {#sec3dot1-ijerph-17-05353}
-----------------

The data were collected from tourists who visited the city of Córdoba (Spain) between the months of October and November 2019. Córdoba (a World Heritage city) is one of the main cities receiving tourism (both national and international). This means that one of the main challenges it faces is its massification and the problems associated. The measurement instrument was completed by a total of 308 subjects.

[Table 1](#ijerph-17-05353-t001){ref-type="table"} shows the main aspects related to the respondents' profiles. It has to be emphasized that a relative equality is observed regarding the origin of the tourists surveyed. In general, these are tourists who came on holidays that they financed and, in a high percentage of cases, that were based on their own decisions. The questionnaire was personally distributed among the main tourist attractions located inside the old quarter. More than 60% of the travelers were 35 years old or more, had a stable partner (married and living as a couple), lived in households based on two or more people and earned a monthly income of between EUR 1000 and 2000. Although the majority of the respondents stated that they were visiting this city for the first time (62.7%), a high percentage (close to 40%) repeated their destination. On average, the tourists who participated in the study stayed in the city for 2--3 days.

3.2. Measurements {#sec3dot2-ijerph-17-05353}
-----------------

In relation to the instruments used, special interest was placed on translating the original versions of the scales to the linguistic characteristics of the population. All variables were measured on a Likert scale from 1 to 5, where 1 = totally disagree and 5 = totally agree.

The items in the questionnaire were translated and adapted for the different constructs. The items of positive socio-cultural, economic and environmental impacts were extracted and adapted from \[[@B20-ijerph-17-05353]\]. The items related to experiential satisfaction were obtained from the research carried out by \[[@B51-ijerph-17-05353]\]. The items of Sustainable Tourism Development Attitude were adapted from the study of \[[@B26-ijerph-17-05353]\]. Finally, the construct of motivation was extracted and adapted from \[[@B4-ijerph-17-05353]\].

3.3. Data Analysis {#sec3dot3-ijerph-17-05353}
------------------

The relations among the variables, with special emphasis on the moderating effect of the satisfaction experience, were analyzed with a structural equation model based on variance---the Partial Least Squares (PLS). Furthermore, the recommendations of various authors were followed: \[[@B52-ijerph-17-05353]\] and \[[@B53-ijerph-17-05353]\]. The computer software used was SmartPLS 3.2.8.

The use of a single instrument to collect data on constructs (latent variables) implies the need to check the existence of a common variance among them. Following the experts' opinions \[[@B54-ijerph-17-05353],[@B55-ijerph-17-05353]\] on the design and execution process of questionnaires, we proceeded to separate the different measures, as well as to guarantee the anonymity of the respondents. The presence of common influence on responses was analyzed using the \[[@B56-ijerph-17-05353]\]. The exploratory factor analysis recorded the existence of 12 factors, where the largest of them explains 17% of the total variance. Therefore, there is no common factor of influence among the items included in the questionnaire \[[@B57-ijerph-17-05353]\].

The validation of the proposed model was carried out at a double level. Firstly, the measurement model. Once the validity of the model was checked, the structural model was validated.

4. Results and Discussion {#sec4-ijerph-17-05353}
=========================

4.1. Measurement Model {#sec4dot1-ijerph-17-05353}
----------------------

The mean and standard deviation values of each item, as well as the latent variables, are given in [Table 2](#ijerph-17-05353-t002){ref-type="table"}. In addition, this table includes the data required to perform the first step in the validation of the measurement model: determining the reliability of the individual items. It can be seen that the factorial loads of most of the items exceed the minimum criterion of 0.707 \[[@B58-ijerph-17-05353]\]. Only one item with a lower value has been maintained, although it is very close (0.692). This item was not eliminated after checking its significance level via bootstrapping (5000 subsamples) and in accordance with the suggestions of \[[@B59-ijerph-17-05353]\]. Finally, 22 elements of a total of 31 items related to the constructs of the model analyzed were removed.

In order to set the construct's reliability, the composite reliability index (ρ~c~) was used \[[@B60-ijerph-17-05353]\]. All its values, included in [Table 2](#ijerph-17-05353-t002){ref-type="table"}, are above the minimum threshold: above 0.7 \[[@B61-ijerph-17-05353]\]. The previous table also shows the AVE value, which is used to determine the convergent validity, since it exceeds the minimum level of 0.5 in all latent variables \[[@B62-ijerph-17-05353]\].

To determine the discriminant validity of the model constructs, we used the Fornell--Larcker test and the corresponding values are shown in [Table 3](#ijerph-17-05353-t003){ref-type="table"}. These table data verify that all the constructs strictly meet the Fornell--Larcker criterion. In short, this allows us to affirm the existence of discriminant validity among the latent variables and the way of measuring them.

After validating the measurement model, it is necessary to validate the structural model.

4.2. Structural Model {#sec4dot2-ijerph-17-05353}
---------------------

Following the opinion of \[[@B63-ijerph-17-05353]\], this study should start with the analysis of the sign, size and significance of the path coefficients, the values of R^2^ and the Q^2^ test. \[[@B59-ijerph-17-05353]\] recommend the use of the bootstrapping technique with 5000 samples to calculate the t statistics and the confidence intervals, which will allow for establishing the significance of the relations. The two-step technique has been followed for the analysis of the moderating effects \[[@B59-ijerph-17-05353]\]. [Table 4](#ijerph-17-05353-t004){ref-type="table"} shows the direct effects (path coefficients), the values of the t statistic, the corresponding confidence intervals (without bias) and the verification of whether the proposed hypotheses have been supported, without forgetting the values of R^2^ and Q^2^.

In order to have a greater awareness of the attitude of the tourist (consumer of tourist services) towards sustainable tourism development, it is necessary to know what variables influence it. Based on previous work on Sustainable Tourism, this study designs a model where a set of variables that influence the attitude towards the development of Sustainable Tourism are described. The relations among them and the consistency of this relation have also been analyzed.

Not all the hypotheses presented have been validated. The hypothesis that relates positive economic impacts to attitude presents higher parameters (β, T-Student) than other variables (GIP ATT; β = 0.568; *t* = 14.393). Furthermore, the relation with satisfaction for the experience had developing this modality of tourism shows quite adequate levels (SAT ATT; β = 0.212; *t* = 4.957). This reveals the important role played by the tourist's awareness and their contribution so that Sustainable Tourism can be developed. Lower levels are found in the hypothesis that relates motivation to attitude (MOT ATT; β = 0.064; *t* = 1.438). This means that this relation is presented as "not significant". However, the variable "motivation" also has a moderating effect on the relations shown in the model, both the one we observe in positive impacts and the one that appears in satisfaction on the attitude for sustainable tourism development. Thus, we find that, as motivation increases, the satisfaction effect on attitude also grows (β = 0.073; *t* = 1.852). However, the moderating effect of the variable "motivation" is the opposite in the relation between positive impacts and attitude (β = −0.120; *t* = 2.640). In other words, the less motivation there is, the less the impact effect on the attitude will be reduced ([Figure 2](#ijerph-17-05353-f002){ref-type="fig"}).

This study is in line with previous works that have highlighted the importance of tourist awareness for sustainable tourism development \[[@B12-ijerph-17-05353],[@B24-ijerph-17-05353],[@B25-ijerph-17-05353],[@B28-ijerph-17-05353],[@B37-ijerph-17-05353]\]. Similarly, it is in line with the recently published document "Covid-19: EU Guide to the progressive resumption of tourism services and health protocols in hotels" \[[@B64-ijerph-17-05353]\]. It is essential to develop Covid-19-related protocols for hotel establishments \[[@B65-ijerph-17-05353],[@B66-ijerph-17-05353],[@B67-ijerph-17-05353]\]. These protocols corroborate many of the guidelines that must be followed for sustainable tourism development, fundamentally related to environmental protection, based on a commitment to reduce destination massification in order to avoid tourist overcrowds. In this way, it will be possible to maintain a safe distance among people while consuming tourist services, which comprises the main concern of the health authorities. Nevertheless, we note that the health authorities have not clearly communicated these protocols yet. This lack of information will lead to a certain delay in the implementation of measures in tourist offers, which could help sustainable tourism development.

We believe that, as health authorities establish the protocols to responsibly and safely develop tourism, and as long as the tourists are aware of their implementation, it is quite probable that the level of the different variables of the proposed model (positive impacts, satisfaction and motivation towards the attitude for sustainable tourism development) will increase due to a greater knowledge on the part of the tourist. A higher level of awareness, fundamentally supported by the security that tourists need in the current context, can lead them to consume tourist services.

5. Conclusions {#sec5-ijerph-17-05353}
==============

The development of sustainable tourism requires, mainly, an awareness on the part of the tourist services applicant (the tourist). According to the analysis of the literature, we find a series of factors that can contribute to increasing positive attitudes towards sustainable tourism development from the perspective of demand. Through this analysis and a methodology focused on personal surveys carried out on tourists using a questionnaire, the factors that make tourists have a favorable attitude towards sustainable tourism development have been determined. Based on this study and the results obtained from the fieldwork, in addition to the analysis of the tourist-industry situation after the health crisis, a series of conclusions are drawn from both theoretical and empirical perspectives.

5.1. Theoretical Perspective {#sec5dot1-ijerph-17-05353}
----------------------------

Firstly, in the literature, we find three factors that lead to a favorable attitude for sustainable tourism development from the tourist's perspective. On the one hand are the positive effects perceived by the tourist with the consumption of sustainable tourism, whose consequences affect the resident's, economy and destination environment \[[@B12-ijerph-17-05353],[@B16-ijerph-17-05353]\]. On the other hand, customer satisfaction is identified as a determinant of success in any industry \[[@B21-ijerph-17-05353]\] and, therefore, in the tourism industry \[[@B28-ijerph-17-05353]\]. Finally, motivation is related to the attitudes and intentions of tourists when choosing a destination \[[@B30-ijerph-17-05353],[@B31-ijerph-17-05353]\]. However, this motivation plays a moderating (and different) role in the relation between the positive effects and the attitude towards sustainable tourism development and in the relation between satisfaction and the attitude towards sustainable tourism. Thus, motivation harms the positive impact and favors the satisfaction effects on the attitude of sustainable tourism development.

Secondly, after reviewing studies and reports on the current context of the tourism industry, it can be affirmed that there is a need to develop protocols (based on the perspective that tourist services offer) which reaffirm tourists' commitments to consume sustainable tourism. This perspective is not included in the model (which only analyzes the demand perspective); however, from a theoretical point of view, it does seem necessary to consider. In this scenario, the performance of the presented empirical study is one more reference to contemplate that the tourist (applicant for tourist services) becomes a fundamental element for sustainable tourism development. Nevertheless, for their safety, the tourist will demand tourist services that take into account hygiene and health factors \[[@B65-ijerph-17-05353]\] and aspects related to social distancing \[[@B68-ijerph-17-05353],[@B69-ijerph-17-05353]\].

5.2. Empirical Perspective {#sec5dot2-ijerph-17-05353}
--------------------------

Firstly, only two of the three main hypotheses regarding the direct effects are supported. The attitude towards sustainable tourism development is positively influenced by the global positive impacts perceived by the tourist and by the satisfaction experienced with the consumption of this tourism type. The value of R^2^ indicates an appropriate predictive level for the "attitude towards sustainable tourism development" variable, which is reinforced by the value of Q^2^.

Secondly, it is important to highlight that the "motivation" variable plays a moderating role regarding the impacts on the relations of the other two variables analyzed. In the case of positive global impacts, the incidence of motivation is negative---in other words, the less motivated a subject is, the lower the effect of global positive impacts on the attitude towards sustainable tourism development will be. On the other hand, motivation seems to increase the effect of the satisfaction experienced on the attitude towards sustainable tourism development.

In summary, sustainable tourism can build on the momentum provided by this context of health crisis to increase a favorable attitude towards sustainable tourism development. Achieving this attitude will allow for an increase in the tourist's awareness, translated as the tourist's perception of the positive impact and the satisfaction experienced with the consumption of this tourism type. Likewise, motivation is a factor that also favors the attitude towards sustainable tourism development. At the same time, a priori, the role played by the tourist offer (companies and authorities) to help increase this tourist awareness will also be important.

5.3. Limitations and Future Studies {#sec5dot3-ijerph-17-05353}
-----------------------------------

The main limitation we find in the present work is that the study was carried out prior to the crisis caused by COVID-19; therefore, aspects such as changes in attitudes, motivations and perceptions related to and caused by this new situation were not considered at any time. However, the study focused on analyzing the importance of sustainable tourism. Without doubt, this relevance will be driven by this new situation. Therefore, it would be very convenient to replicate this work in the future when total mobility within national territories begins to be allowed and the circulation of tourists is allowed internationally. Thus, for example, an aspect that was not supported in the present work is the importance of positive impacts a destination could have, which did not suppose a motivation for its choice. Thanks to the different government campaigns that are being recently launched with the aim of achieving positive impacts from visiting certain destinations, we think that this aspect could change due to the increased sensitivity perceived by the tourist. In short, it is necessary to find formulas that boost the tourism industry. The development of sustainable tourism can help to mitigate tourists' perceived fears of visiting destinations with a large concentration of people.

Therefore, it would also be interesting to launch a study that considers the actions carried out by the tourism offer in order to verify its impact on the attitude towards sustainable tourism development.
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ijerph-17-05353-t001_Table 1

###### 

Respondent characteristics.

  Descriptive Variables                     Absolute Frequency   Percentage
  ----------------------------------------- -------------------- ------------
  **Sex**                                                        
      Male                                  142                  46.1
      Female                                166                  53.9
  **Nationality**                                                
      Spaniard                              163                  52.9
      Other                                 145                  47.1
  **Visit purpose**                                              
      Work                                  23                   7.5
      Vacancy                               150                  48.7
      Visit friends                         47                   15.3
      Family event                          25                   8.1
      Independent journey                   39                   12.7
      Others                                24                   7.8
  **Person who paid for the visit**                              
      Myself                                140                  45.5
      My company                            29                   9.4
      My partner                            63                   20.5
      Friends                               10                   3.2
      Family                                60                   19.5
      Others                                6                    1.9
  **Person who proposed the destination**                        
      Myself                                111                  36.0
      My company                            31                   10.1
      My partner                            55                   17.9
      Friends                               36                   11.7
      Family                                71                   23.1
      Others                                4                    1.3
  **Professional status**                                        
      Student                               54                   17.5
      Freelance                             43                   14.0
      Employed person                       141                  45.8
      Unemployed person                     16                   5.2
      Retired person                        19                   6.2
      Homemaker                             28                   9.1
      Lost                                  7                    2.3
  **Age**                                                        
      65 years old or more                  21                   6.8
      55--64 years old                      45                   14.6
      45--54 years old                      79                   25.6
      35--44 years old                      57                   18.5
      26--34 years old                      43                   14.0
      18--25 years old                      62                   20.1
      Lost                                  1                    0.3
  **Marital status**                                             
      Single                                78                   25.3
      Married                               135                  43.8
      Common-law relationship               60                   19.5
      Divorced                              27                   8.8
      Widow/er                              7                    2.3
      Lost                                  1                    0.3
  **Household size**                                             
      Individual                            37                   12.0
      2 people                              126                  40.9
      3 people                              73                   23.1
      4 people                              58                   18.8
      5 or more people                      14                   4.5
      Lost                                  2                    0.6
  **Salary**                                                     
      Less than EUR 999                     71                   23.1
      EUR 1000--1499                        96                   31.2
      EUR 1500−1999                         72                   23.4
      EUR 2000 and over                     60                   19.5
      Lost                                  9                    2.9

Source: Own elaboration.
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###### 

Mean, standard deviation, individual reliability, composed reliability and average variance extracted for constructs and indicators.

  --------------------------------------------------------------------------------------------------------------------------------------------------------------------
  Construct and Indicator                                                                                               Mean   SD      Loading   Composed\     AVE
                                                                                                                                                 Reliability   
  --------------------------------------------------------------------------------------------------------------------- ------ ------- --------- ------------- -------
  Global positive impacts (GPI)                                                                                         3.35   1.110             0.885         0.719

  Tourism promotes awareness of the protection of natural resources                                                     3.13   1.237   0.807                   

  Tourism promotes awareness of the protection of cultural resources                                                    3.44   1.324   0.877                   

  Tourism increases local recreational facilities and resources                                                         3.46   1.366   0.858                   

  Sustainable Tourism Development Attitude (SUS)                                                                        3.43   0.991             0.800         0.668

  I think the attitudes and behaviors of local tourists are satisfactory and do not disturb residents                   3.25   1.106   0.743                   

  I think that the positive aspects of the development of Sustainable Tourism are greater than their negative aspects   3.61   1.306   0.885                   

  Experiential satisfaction (SAT)                                                                                       4.02   0.803             0.765         0.622

  It is worth visiting a sustainable city                                                                               4.07   1.062   0.692                   

  I feel that I contribute to environment protection and Sustainable Tourism                                            3.97   0.941   0.875                   

  Motivation (MOT)                                                                                                      4.46   0.585             0.749         0.600

  I want to travel somewhere that offers an ecological environment                                                      4.17   0.900   0.825                   

  I want to experience different cultures from mine                                                                     4.75   0.574   0.720                   
  --------------------------------------------------------------------------------------------------------------------------------------------------------------------

Source: Own elaboration.
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###### 

Constructs discriminant validity (Fornell--Larcker criterion).

  Constructs   GIP         MOT         SUS         SAT
  ------------ ----------- ----------- ----------- -----------
  GIP          **0.848**                           
  MOT          0.190       **0.774**               
  SUS          0.646       0.215       **0.817**   
  SAT          0.303       0.131       0.382       **0.789**

GIP: Global positive impacts; MOT: Motivation; SUS: Sustainable Tourism Development Attitude; SAT: Experiential satisfaction. Diagonal elements (bold figures) are the square root of the variance shared between the constructs and their measures. Off-diagonal elements are the correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal.
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###### 

Direct effects on endogenous variables.

  --------------------------------------------------------------------------------------------------------------------------------------------------------------------------
  Effects on\                                                                   Path (β)       *t* Value (Bootstrap)   Confidence Interval    Explained Variance   Support
  Endogenous Variables                                                                                                                                             
  ----------------------------------------------------------------------------- -------------- ----------------------- ---------------------- -------------------- ---------
  **Sustainable Tourism Development Attitude** Adj R^2^ = 0.470/Q^2^ = 0.297)                                                                                      

  H1: Global positive impacts                                                   0.568 \*\*\*   14.393                  (0.500; 0.627) Sig     36.69%               Yes

  H2: Experiential satisfaction                                                 0.212 \*\*\*   4.957                   (0.137; 0.279) Sig     8.09%                Yes

  H3: Motivation                                                                0.064 ns       1.438                   (−0.015; 0.133)        1.38%                No

  H4: Global positive impacts x Motivation (interaction term)                   −0.120 \*\*    2.640                   (−0.195; −0.046) Sig                        Yes

  H5: Experiential satisfaction x Motivation (interaction term)                 0.073 \*       1.872                   (0.012; 0.140) Sig                          Yes
  --------------------------------------------------------------------------------------------------------------------------------------------------------------------------

\*\*\* *p* \< 0.001, \*\* *p* \< 0.01, \* *p* \< 0.05; ns: not significant.; nd: not determined. *t* (0.05; 4999) = 1.645, *t* (0.01; 4999) = 2.327, *t* (0.001; 4999) = 3.092. One-tailed test.
